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An increasing number of Internet businesses are seeking consumer information in order to target their products
or services at the right consumers. To overcome information privacy, or the desire of consumers to control the
disclosure and subsequent use of personal information, Internet businesses need to motivate consumers to
voluntarily disclose their personal information. This paper focuses on the issue of information disclosure by
consumers. Based on a synthesis of literature from several disciplines, it offers a framework of seven
motivators that can induce consumers to disclose their personal information. Through comprehensive
conceptual and empirical validation processes, it presents a 32-question instrument to measure these
motivators. This instrument can facilitate future efforts at developing theories on information privacy and can
help Internet businesses to better understand how best to solicit personal information from consumers.
Implications for research and practice are discussed.
Keywords:  Information privacy, information disclosure, extrinsic motivator, intrinsic motivator, Internet
businesses
1. INTRODUCTION
The rise of Internet businesses has been phenomenal in the last decade. As competition among Internet businesses increases, the
key to survival is the ability to attract new or retain existing consumers. One effective way to do this is to obtain personal
information from consumers so that these businesses can carry out more focused marketing efforts by targeting their products and
services at the right consumers (Nowak and Phelps 1997).
As Internet businesses seek consumer information, a big challenge confronting them is information privacy, the desire of
consumers to control the disclosure and subsequent use of personal information (Goodwin 1991; Westin 1967). Prior research
has shown that consumers value information privacy (Culnan 1993; Phelps et al. 2000; Stone et al. 1983). Specifically, consumers
were found to be concerned about practices such as collection, improper maintenance, improper access, and unauthorized
secondary use of personal information (Esrock and Ferre 1999; Smith et al. 1996; Stewart and Segars 2002). Given such privacy
concerns, it is not surprising that extant research has focused on measures protecting consumer interests, such as the use of fair
information procedures or legislative regulations (e.g., Culnan and Armstrong 1999; Milberg et al. 2000).
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The ability of Internet businesses to address privacy concerns should be critical in their attempts to elicit consumer information.
However, to facilitate voluntary information disclosure, an equally important (but often neglected) issue is the provision of
incentives to consumers. Westin (1967) suggests that people have needs for disclosure that are just as important as their needs
for privacy. This implies that by offering appropriate benefits, Internet businesses may be able to motivate consumers to provide
personal information. Studies have shown that when given certain tangible or intangible benefits, consumers were willing to give
up some information privacy rights and allow their personal information to be used by businesses (Goodwin 1991; Nowak and
Phelps 1997; Phelps et al. 2000). Further, Westin (1999) reveals that 53 percent of Internet users were willing to participate in
information-for-benefit programs. Some Internet businesses have in fact started to offer consumers benefits in exchange for their
personal information (Hagel and Rayport 1997).
Despite the relevance of benefits (compared to mitigating privacy concerns) in affecting consumer behavior, few studies have
talked about motivators that can induce consumers to disclose personal information to Internet businesses. In this study, such
benefits are conceptualized as motivators for information provision and an instrument is developed to measure consumer
inclination toward such motivators. Specifically, based on a synthesis of literature from various disciplines, we propose a general
framework that categorizes the different types of motivators and discuss the properties of these motivators. We then present a
comprehensive validation process through which an instrument to measure these motivators is developed.
The proposed instrument offers suggestions for Internet businesses to devise optimal incentive schemes that can encourage
consumers to provide personal information. This emphasis on incentive and motivators complements existing research that
advocates privacy concerns (e.g., Culnan and Armstrong 1999; Phelps et al. 2000). Further, the instrument can facilitate future
development and testing of privacy-related theories.
2 CONCEPTUAL FRAMEWORK
Sociological research suggests that the concept of privacy is developmental in nature because an individuals preference for
privacy is subject to influences of both personality traits and environmental factors (Laufer and Wolfe 1977). Since privacy state
is partly constructed by situation-specific elements, consumers may be willing to temporarily forgo their privacy rights and
disclose their personal information if given appropriate benefits. The use of benefits to induce a consumer to provide information
is consistent with social exchange theory, which posits that the intimacy of an interpersonal relationship is shaped by reward and
cost assessments (Thibaut and Kelly 1959). Expectancy theory-based models also suggest that individuals pursue outcomes that
maximize positive valences, which can be directly enhanced by benefits provided, and minimize negative valences, such as the
chance of privacy invasions (Stone and Stone 1990).
Various theoretical perspectives help to conceptualize consumers desire for benefits (or motivators) in performing certain
behaviors. Economic utility theory posits that people maximize their total utility in making choices (Stigler 1950). In most utility
studies, people are assumed to make choices based on economic criteria, such as monetary gains or time savings. Based on this
premise, decision theories that provided useful insights into practical issues have been devised. But such theories often fail to
reflect other motives that also shape human behavior (Katona 1953). As a complement to decision theories, the psychology
literature has considered how human needs may impact human behavior and decisions (e.g., Maslow 1970). For example, need
arousal has been suggested as a motivation behind buying behavior (Howard and Sheth 1969). Studies have found that human
behavior is affected by needs pertaining to material comfort, self-actualization, social recognition, and personal growth, among
others (e.g., Hanna 1980; Maslow 1970).
With the economic and psychology literature as underpinnings, marketing research posits that consumer choices are driven by
consumer value, which is usually motivated by a combination of economic and psychological factors (Babin et al. 1994; Dhar
and Wertenbroch 2000). In particular, research has suggested that consumer value is shaped by both extrinsic and intrinsic
motivators (Davis et al. 1992; Holbrook 1999). Extrinsic motivation occurs when people seek benefits that are functionally
instrumental for accomplishing other goals (e.g., a cash voucher can be used by consumers to purchase other desired items).
Intrinsic motivation occurs when people seek to obtain a consumption experience as an end in itself (e.g., an online game provides
nothing but pleasure to consumers).
Based on the extrinsic/intrinsic classification of motivators and an extensive review of the extant literature, we identified seven
motivators that can potentially induce consumers to provide personal information. The proposed motivators capture human desire
for material benefits, pleasure, learning, recognition, and altruism. The framework and specific motivators are presented in
Figure 1 and discussed in detail below.
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Figure 1.  Typology of Motivators
2.1 Extrinsic Motivators
Monetary savings can come in the form of price reduction for products or services, free product offering, or refund or rebate on
subsequent purchases (Ailawadi et al. 2001; Sweeney and Soutar 2001). For example, consumers have been found to offer
personal information to mailing lists in exchange for compensation (e.g., coupons, rebates, and special offers) (Milne and Gorden
1993). Some marketers have also used discounts, coupons, promotions, and lottery to solicit personal information from consumers
via Websites (Phelps et al. 2000). Being a direct and practical form of reward, monetary savings is one of the most popular
motivators used to elicit personal information from consumers.
Time savings can come in the form of less time, less effort, or better convenience when purchasing products or services
(Bhatnagar et al. 2000; Chandon et al. 2000). Chandon et al. suggest that by providing personal information to Internet businesses
and allowing these businesses to customize Websites to fit their needs, consumers can enjoy better shopping efficiency, lower
search costs for desired products or services, and more accurate product or service notification. Time savings, valued by many
people, is also a popular motivator used to elicit personal information from consumers.
Consumers sometimes make decisions based on the symbolic meanings, rather than the functional utility, of products or services
(Levy 1959; Sirgy 1982). These symbolic meanings can help to shape self-concept. Solomon (1983) posits that the self-concept
of a person is influenced by reactions and perceptions of others. In other words, consumers may wish to possess certain products
or services because these reflect their success. In the context of Internet businesses, people sometimes sign up as exclusive
members of virtual clubs to gain recognition from others, which in turn strengthens their own self-concept. Therefore, self-
enhancement is a motivator to elicit personal information from consumers.
Social adjustment refers to the establishment of personal identity or achievement of social integration in a group setting
(Baumeister and Leary 1995). Through social adjustment, people seek to be more closely integrated with others, often by
conforming to group norms and expectations (Bearden et al. 1989). For instance, by signing up as a member of a special interest
Website, a person conveys his or her preferences to others. Membership is the symbol used by the person to shape his or her
identity in order to gain social approval (Shavitt 1990). Based on human desire for affiliation with like-minded others, social
adjustment can be a motivator to elicit personal information from consumers.
2.2 Intrinsic Motivators
Pleasure refers to the state of enjoyment that can be derived from products or services (Mehrabian and Russell 1974). Internet
businesses offering entertainment, music, movies, or online games provide pleasure to consumers. Appreciated for its own sake,
pleasure emphasizes the emotive and affective aspects of a persons experience with products or services (Hirschman and
Holbrook 1982). In exchange for personal information, Internet businesses may offer products or services (or at least samples)
that bring pleasure to consumers.
Researchers have suggested exploratory tendency as a motivating influence on buying behavior (Baumgartner and Steenkamp
1996). People are motivated by their desire to engage in epistemic behavior (Sheth et al. 1991). Epistemic needs pertain to
curiosity and desire for novelty (Hirschman 1980). In the context of Internet businesses, novelty-seeking behavior may include
seeking new information about products or services, and seeking variety for products or services (Hirschman 1980). Through the
element of novelty, Internet businesses may be able to elicit personal information from consumers.
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People also participate in altruistic acts to help others. Altruistic behavior arises from concern about the well-being of others (Price
et al. 1995). Such behavior improves the welfare of others, sometimes at the expense of a persons own welfare (Bendapadi et
al. 1996). For example, people sometimes participate in research surveys via Websites for the sole purpose of helping the
researchers (Goodwin 1991). The experience gained from an altruistic act is appreciated for its own sake. By offering to donate
to charities or welfare organizations, Internet businesses may be able to induce consumers to disclose personal information.
3 CONCEPTUAL VALIDATION
Based on the seven motivators in Figure 1, an extensive review of marketing, economics and psychology literature was conducted
to solicit questions that measure each of the motivators. These questions were extracted from numerous sources (Ailawadi et al.
2001; Batra and Ahtola 1990; Baumgartner and Steenkamp 1996; Bearden et al. 1989; Chandon et al. 2000; Csikszentmihalyi
and Rochberg-Halton 1981; Darian 1987; Holbrook 1999; Mehrabian and Russell 1974; Mittal and Lee 1989; Olney et al. 1991;
Price et al. 1995; Richins 1994; Richins and Dawson 1992; Shavitt 1990; Soloman 1983; Sweeney and Soutar 2001; Unger and
Kernan 1983; Watson et al. 1988) and then customized to fit the context of Internet businesses. A few additional questions were
added based on results from case studies. This exercise yielded 59 questions. These questions were then subjected to rigorous
conceptual (Moore and Benbasat 1991) and empirical validation processes (Churchill 1979). This section focuses on the
conceptual validation process while the next section discusses the empirical validation process.
3.1Unstructured Sorting Exercise
Four researchers served as judges for this exercise (Moore and Benbasat 1991). They were each given the 59 questions printed
on cards. They had to sort the questions by placing related questions together and giving a label to each set of related questions
(which made up a construct). They helped to identify bad questions.
The labels given by the four judges for the constructs corresponded very closely to the names of the seven motivators, indicating
content validity. Overall, the four judges correctly placed 82 percent of the questions on the intended constructs. A few questions
were reworded based on feedback from the judges. Twelve questions were dropped either because at least two judges placed the
questions onto unintended constructs or because at least one judge thought the questions were ambiguous.
3.2 Structured Sorting Exercise
Another four researchers served as judges for this exercise (Moore and Benbasat 1991). They were each given the 47 remaining
questions printed on cards. Unlike the previous exercise, these judges were given the names of constructs (i.e., the seven
motivators). They had to sort the questions by placing each question onto the intended construct. Again, they helped to identify
bad questions.
Overall, the four judges correctly placed 97 percent of the questions on the intended constructs. Measured using Cohens Kappa,
the level of agreement between each pair of judges in categorizing the questions was at least 0.89. These scores exceeded 0.65,
which was deemed an acceptable score for Cohens Kappa (Jarvenpaa 1989). Three questions were dropped because at least one
judge thought the questions were not clear enough and could not be easily rephrased.
4 EMPIRICAL VALIDATION
An instrument, comprising the 44 remaining questions, was administered to 371 students enrolled in an undergraduate computing
program at a large university. All respondents were volunteers but they were given a token payment for their participation. They
were chosen because they were familiar with Internet businesses and many had experience purchasing via Websites. All 44
questions in the instrument were anchored on seven-point interval scales ranging from strongly disagree (1) to strongly agree (7).
Data collected using this instrument was used to assess discriminant and convergent validity of the constructs (i.e., the seven
motivators).
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4.1 Discriminant Validity
Discriminant validity refers to the degree to which measures of different constructs are distinct (Campbell and Fiske 1959). Fornell
and Larcker (1981) suggest that discriminant validity can be demonstrated through a factor analysis, showing that each question
loads more highly on its intended construct than on all other constructs.
A factor analysis (principal component analysis with varimax rotation) was carried out. Twelve questions were omitted because
these questions did not load onto the intended constructs. Another factor analysis involving the remaining 32 questions was carried
out. This analysis yielded seven constructs with eigenvalues above 1, indicating that all the constructs were stable (Johnson and
Wichern 1992). These constructs corresponded to the seven motivators in Figure 1. All questions loaded onto the intended
constructs with all loadings exceeding 0.5 (see Table 1), showing discriminant validity (Hair et al. 1995).
Table 1. Results of Factor Analysis
Construct Question MS TS PL NV SE SA AL
Monetary savings
(MS)
MS1 0.742 0.061 0.200 0.068 0.255 0.030 0.079
MS2 0.700 0.186 0.121 0.074 0.044 0.056 0.109
MS3 0.770 0.238 0.158 0.032 0.030 0.112 0.129
MS4 0.809 0.253 0.107 0.053 0.139 0.062 0.108
MS5 0.695 0.384 -0.091 0.149 0.064 0.098 0.077
Time savings
(TS)
TS1 0.198 0.675 0.151 0.028 0.166 0.040 -0.072
TS2 0.274 0.723 0.238 0.042 0.092 0.071 0.046
TS3 0.236 0.718 0.236 0.073 0.067 0.134 0.038
TS4 0.240 0.739 0.103 0.156 0.039 0.032 0.115
Pleasure
(PL)
PL1 0.200 0.273 0.656 0.064 0.246 0.011 0.060
PL2 0.143 0.206 0.686 0.167 0.230 0.130 -0.039
PL3 0.217 0.473 0.557 0.041 -0.061 0.245 0.045
PL4 0.117 0.414 0.569 0.081 0.126 0.250 0.151
Novelty
(NV)
NV1 0.136 -0.057 0.140 0.678 0.131 0.123 0.140
NV2 0.046 0.229 0.243 0.593 0.199 0.091 0.138
NV3 0.094 0.304 -0.152 0.621 0.179 0.096 0.146
Self-enhancement
(SE)
SE1 0.190 0.093 0.290 -0.010 0.708 0.036 0.146
SE2 0.135 0.075 0.149 0.230 0.713 0.070 0.116
SE3 0.146 -0.019 0.188 0.205 0.549 0.401 0.177
SE4 0.074 0.150 0.100 0.149 0.712 0.314 0.164
SE5 0.058 0.127 -0.032 0.187 0.718 0.383 0.191
Social adjustment
(SA)
SA1 0.083 -0.095 0.196 0.427 0.128 0.571 0.139
SA2 0.096 0.124 0.275 0.058 0.046 0.669 0.108
SA3 0.037 0.021 0.165 -0.018 0.282 0.584 0.296
SA4 0.092 0.097 -0.024 0.123 0.176 0.643 0.148
SA5 0.023 0.200 -0.126 0.022 0.404 0.579 0.184
Altruism
(AL)
AL1 0.099 0.024 0.064 -0.024 0.124 -0.033 0.787
AL2 0.135 0.016 0.054 0.077 0.120 0.057 0.819
AL3 0.106 -0.026 0.105 0.120 0.050 0.232 0.804
AL4 0.027 0.105 0.061 0.144 0.019 0.272 0.756
AL5 0.055 0.008 -0.008 0.121 0.179 0.117 0.804
AL6 0.081 0.088 -0.099 0.105 0.164 0.184 0.801
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4.2 Convergent Validity
Convergent validity refers to the degree to which multiple attempts to measure the same constructs are in agreement (Campbell
and Fiske 1959). To have convergent validity, all within-construct correlations must be high (Fornell and Larcker 1981). The
results in Table 1 fulfill this criterion. All questions loaded onto the intended constructs, with all loadings exceeding 0.5.
Further assessments of convergent validity were carried out by examining Cronbachs alpha, a reliability measure, for each
construct (Bagozzi 1980). Nunnally (1978) suggests 0.7 as an indication of adequate convergent validity. Except for the novelty
construct, all other constructs possessed adequate convergent validity (see Table 2).









5 DISCUSSION OF RESULTS
Through an extensive review of the marketing, economics, and psychology literature, this paper proposes a framework of seven
motivators that can induce consumers to disclose personal information to Internet businesses. A 32-question instrument (see
Appendix) that measures these seven motivators has been developed following a comprehensive validation process, comprising
rounds of refinement (see Table 3).
Consumers tend to weigh benefits (i.e., disclosure motivators) against costs (i.e., privacy concerns) (Westin 1967) when deciding
whether or not to disclose personal information to Internet businesses. While several prior studies have addressed key issues
pertaining to privacy concerns (e.g., Culnan 1993; Smith et al. 1996), this study complements existing literature by looking at
important motivators that can induce consumers to disclose personal information.
Table 3.  Summary of Instrument Validation Process
Construct











Monetary savings 9 8 7 5 5
Time savings 6 6 6 4 4
Pleasure 10 8 6 4 4
Novelty 10 6 6 3 3*
Self-enhancement 8 7 7 5 5
Social adjustment 10 6 6 5 5
Altruism 6 6 6 6 6
Total 59 47 44 32 32
*Questions weak on convergent validity.
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2This data collection effort will be carried out shortly. Results of confirmatory factor analysis will be presented at the conference.
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The list of seven motivators in Figure 1 is by no means exhaustive. Further work is needed to identify additional motivators.
Likewise, as new literature emerges, good new questions to measure these motivators may become available. This is particularly
important for the novelty construct. This construct has been retained because it is conceptually distinct and its discriminant validity
is good. However, given its weak convergent validity, research work to identify more good questions for this construct is on-
going.1
5.1 Implications for Research
Several avenues for further research work are possible. First, as an immediate research extension, additional data can be collected
using the instrument (see Appendix) so that structural equation modeling tools can be applied to the additional data. With such
tools, confirmatory factor analysis can be carried out to more accurately assess discriminant and convergent validity of the seven
constructs (e.g., by examining the variance extracted by the questions for each construct) so that further purification of the
instrument can be done (Hair et al. 1995). Alternative structural models can also be examined for their fit with the dataset. For
example, a one-construct (motivator) model can be compared with a two-construct (extrinsic and intrinsic motivators) model and
a seven-construct (the seven motivators in Figure 1) model. Results of such a comparison exercise can shed light on the value (or
lack of value) in having a seven-construct model over a two-construct model and having a two-construct model over a one-
construct model (Hair et al. 1995). These results can assist researchers in identifying an optimal factor structure for use in further
research.2
Second, the nomological validity of the instrument needs to be established. Nomological validity refers to the extent to which
predictions based on constructs being measured are confirmed within a wider theoretical network of constructs (Cronbach and
Meehl 1955). To assess nomological validity, constructs such as previous experience with Internet businesses, general knowledge
about Internet business, and individual personality factors may serve as antecedent constructs for motivators (Cozby 1973; Smith
et al. 1996; Stone 1986). Future behavioral intention may serve as a consequent construct for motivators (Smith et al. 1996).
Again, within the context of these antecedent and consequent constructs, the one-factor model can be compared with the two-
factor model and the seven-factor model so that the model with the strongest predictive power can be selected for further research
(Stewart and Segars 2002).
Third, beyond the immediate research tasks, our instrument on disclosure motivators can be used in conjunction with instruments
on privacy concerns (e.g., Smith et al. 1996) to identify circumstances under which specific motivators or concerns may be critical
in driving consumer decisions. Examples of circumstances include the type of products or services being purchased, the type of
Internet businesses, and the type of consumer population. This line of research may yield insights into how consumers actually
trade off benefits with costs under various circumstances.
Last, beyond the context of Internet businesses, our instrument on disclosure motivators can be modified and adapted for uses
in other contexts. Researchers attempting to explore privacy issues in other situations may find this instrument useful.  For
instance, research on in-home shopping deals with similar privacy issues in the context of catalog ordering, direct mail solicitation,
and telemarketing (Darian 1987). Consumers who participate in in-home shopping face the same tradeoff between benefits and
costs when deciding whether to disclose personal information.
5.2 Implications for Practice
The seven motivators (see Figure 1) are generally desirable to consumers. As Table 4 illustrates, the means for all these motivators
exceed 4 (the mid-point of the seven-point interval scale). However, consumers may differ in terms of their inclination toward
specific motivators. Most consumers seem to be motivated by monetary savings, time savings, and pleasure (see Table 4).
However, each motivator does appeal to a subset of consumers. This is an early indication on the usefulness of these seven
motivators.
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Table 4.  Descriptive Statistics on Motivators
Construct Mean Percentage of Subjects with ScoresAbove 6 on the 7-Point Scale
Monetary savings 5.40 31.3%




Social adjustment 4.41 3.8%
Altruism 4.03 3.0%
Internet businesses should find the framework of motivators useful when deciding how to motivate consumers to provide them
with personal information. Many Internet businesses are currently providing monetary or time savings in exchange for personal
information from consumers (e.g., Chandon et al. 2000; Milne and Gorden 1993; Phelps et al. 2000). As examples,
telecommunications giants such as AT&T and Sprint and personal computer manufacturers such as Compaq and Dell make use
of economic motivation by bundling their online products with free gifts, cash rebates, and discounts in order to differentiate
themselves from their competitors.
While many Internet businesses may be tempted to simply follow industry practices, this study reminds Internet businesses that
there are other ways to solicit personal information from consumers. As examples, Websites pertaining to charitable organizations
(e.g., United Nations Childrens Fund, Red Cross, and Salvation Army) have successfully elicited personal information from
donors, as they make donations (through an altruism appeal). Internet businesses in the entertainment industry (e.g., CDNow.com
and Disney.com) have managed to elicit personal information from consumers by giving away sample music, video clips, and
computer games (focusing on pleasure or novelty factors). Internet businesses selling specialized products or services (e.g.,
Macromedia and ZDNet) have also succeeded in eliciting personal information from consumers by giving them access to
exclusive virtual discussion forums or memberships to exclusive virtual clubs (targeting self-enhancement or social adjustment
preferences). As competition for personal information about consumers increases and as consumers become more aware of their
information privacy rights, Internet businesses may eventually have to use a combination of motivators to induce consumers to
disclose personal information (Babin et al. 1994; Dhar and Wertenbrooh 2000). Some Internet businesses, particularly those
demanding substantial personal information from consumers, have begun to do this.
6 CONCLUSION
This study complements the existing literature on information privacy by investigating motivators that consumers may trade off
for privacy concerns.  It contributes to the literature in two important ways. First, based on a synthesis of findings from several
disciplines, it offers a framework of seven motivators that may induce consumers to disclose personal information. Second,
through rigorous conceptual and empirical validation processes, it presents a 32-question instrument (see Appendix) that measures
these seven motivators. Prior to the present study, such an instrument was not available in the literature. While more work is
needed to refine this instrument, the final instrument can facilitate further efforts at developing theories on information privacy
through data collection in a wide variety of business settings and contexts (Straub 1989). This instrument can also help Internet
businesses to better understand how best to solicit personal information from consumers.
Greater competition among Internet businesses may cause many such businesses to resort to a niche strategy of targeting their
products and services at the right consumers (Nowak and Phelps 1997) for survival. Focused marketing efforts are a key aspect
of a niche strategy. Successful marketing efforts depend very much on having accurate consumer information. By highlighting
ways to motivate consumers to voluntarily disclose their personal information, this study hopes to make a difference in the success
of marketing efforts (and perhaps raise the chances of survival) of Internet businesses.
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APPENDIX
Table A1 documents the essence of each question in the 32-question instrument.3
Question Internet businesses collecting personal information should offer thefollowing in areas pertaining to their products or services:
MS1 Provide monetary savings
MS2 Give best prices
MS3 Help people save money
MS4 Provide good bargains
MS5 Help people spend less
TS1 Provide faster access
TS2 Provide easier access
TS3 Provide convenience
TS4 Provide efficiency
PL1 Make people happy
PL2 Make people feel satisfied
PL3 Make people feel contented
PL4 Make people feel relaxed
NV1 Give people novel experience
NV2 Let people explore
NV3 Give people new ideas
SE1 Make people appear impressive
SE2 Reflect success of people
SE3 Boost self-confidence of people
SE4 Earn people respect
SE5 Earn people recognition
SA1 Let people adhere to social norm
SA2 Make people appear consistent with others
SA3 Give people something others expect them to have
SA4 Give people something others like
SA5 Give people something others will approve of
AL1 Let people help others
AL2 Ensure people can serve others
AL3 Let people assist others
AL4 Let people enhance welfare of others
AL5 Improve well-being of others
AL6 Let people enhance interests of others
